economist offers guidance in tackling these problems-and that no other approach of remotely comparable generality and power is available.
To support our thesis we could offer samples of phenomena we believe to be usefully explained on the assumption of stable, wellbehaved preference functions. Ultimately, this is indeed the only persuasive method of supporting the assumption, and it is legitimate to cite in support all of the existing corpus of successful economic theory. Here we shall undertake to give this proof by accomplishment a special and limited interpretation. We take categories of behavior commonly held to demonstrate changes in tastes or to be explicable only in terms of such changes, and show both that they are reconcilable with our assumption of stable preferences and that the reformulation is illuminating.
I. The New Theory of Consumer Choice
The power of stable preferences and utility maximization in explaining a wide range of behavior has been significantly enhanced by a recent reformulation of consumer theory.2 This reformulation transforms the family from a passive maximizer of the utility from market purchases into an active maximizer also engaged in extensive production and investment activities. In the traditional theory, households maximize a utility function of the goods and services bought in the marketplace, whereas in the reformulation they maximize a utility function of objects of choice, called commodities, that they produce with market goods, their own time, their skills, training and other human capital, and other inputs. Stated formally, a household seeks to maximize where pj is the cost of Xj, wj is the cost of tj, and aji and ,ji are input-output coefficients that depend on the (relative) set of p and w, S, and Yi. The numerous and varied determinants of these shadow prices give concrete expression to our earlier statement about the subtle forms that prices take in explaining differences among men and periods. The real income of a household does not simply equal its money income deflated by an index of the prices of market goods, but equals its full income (which includes the value of "time" to the household)3 deflated by an index of the prices, ;Ti, of the produced commodities. Since full income and commodity prices depend on a variety of factors, incomes also take subtle forms. Our task in this paper is to spell out some of the forms prices and full income take.
II. Stability of Tastes and "Addiction"
Tastes are frequently said to change as a result of consuming certain "addictive" goods. For example, smoking of cigarettes, drinking of alcohol, injection of heroin, or close contact with some persons over an appreciable period of 2An exposition of this reformulation can be found in Robert Michael and Becker. This exposition emphasizes the capacity of the reformulation to generate many irnplications about behavior that are consistent with stable tastes. "Full income is the maximum money income that a household could achieve by an appropriate allocation of its time and other resources. time, often increases the desire (creates a craving) for these goods or persons, and thereby cause their consumption to grow over time. In utility language, their marginal utility is said to rise over time because tastes shift in their favor. This argument has been clearly stated by Alfred Marshall when discussing the taste for "good" music:
There is however an implicit condition in this law [of diminishing marginal utility] which should be made clear. It is that we do not suppose time to be allowed for any alteration in the character or tastes of the man himself. It is therefore no exception to the law that the more good music a man hears, the stronger is his taste for it likely to become . . . [p. 94] We believe that the phenomenon Marshall is trying to explain, namely that exposure to good music increases the subsequent demand for good music (for some persons!), can be explained with some gain in insight by assuming constant tastes, whereas to assume a change in tastes has been an unilluminating "explanation." The essence of our explanation lies in the accumulation of what might be termed "consumption capital" by the consumer, and we distinguish "beneficial" addiction like Marshall's good music from "harmful" addiction like heroin.
Consider first beneficial addiction, and an unchanging utility function that depends on two produced commodities:
where M measures the amount of music "appreciation" produced and consumed, and Z the production and consumption of other commodities. Music appreciation is produced by a function that depends on the time allocated to music (ti), and the training and other human capital conducive to music appreciation (Sm) (other inputs are ignored): In order to analyze the consequences for its consumption of "the more good music a man hears," the production and -consumption of music appreciation has to be dated. The amount of appreciation produced at any moment j, Mj, would depend on the time allocated to music and the music human capital at j: tmj and Sm . respectively. The latter in turn is produced partly through "on-the-job" training or "learning by doing" by accumulating the effects of earlier music appreciation: We assume for simplicity a utility function that is a discounted sum of functions like the one in equation (4), where the M and Z commodities are dated, and the discount rate determined by time preference.4 The optimal allocation of consumption is determined from the equality between the ratio of their marginal utilities and the ratio of their shadow prices:
MUzi amj /azj 7rzj
The shadow price equals the marginal cost of adding a unit of commodity output. The marginal cost is complicated for music appreciation M by the positive effect on subsequent music human capital of the production of music 4A consistent application of the assumption of stable preferences implies that the discount rate is zero; that is, the absence of time preference (see the brief discussion in Section VI.) appreciation at any moment j. This effect on subsequent capital is an investment return from producing appreciation at j that reduces the cost of production at j. If 7T, does not depend on age, the relative price of music appreciation would decline with age; then by equation (7), the relative consumption of music appreciation would rise with age. On this interpretation, the (relative) consumption of music appreciation rises with exposure not because tastes shift in favor of music, but because its shadow price falls as skill and experience in the appreciation of music are acquired with exposure.
An alternative way to state the same analysis is that the marginal utility of time allocated to music is increased by an increase in the stock of music capital.6 Then the consumption of music appreciation could be said to rise with exposure because the marginal utility of the time spent on music rose with exposure, even though tastes were unchanged. "The marginal utility of time allocated to music at j includes the utility from the increase in the future stock of music capital that results from an increase in the time allocated at j. An argument similar to the one developed for the price of music appreciation shows that the marginal utility of time would tend to rise with age, at least at younger ages.
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other persons do. Addiction lowers the price of music appreciation at younger ages without any comparable effect on the productivity of the time spent on music at these ages. Therefore, addiction would increase the time spent on music at younger ages: some of the time would be considered an investment that increases future music capital. Although the price of music tends to fall with age, and the consumption of music tends to rise, the time spent on music need not rise with age because the growth in music capital means that the consumption of music could rise even when the time spent fell with age. The time spent would be more likely to rise, the more elastic the demand curve for music appreciation. We can express this result in a form that will strike many readers as surprising; namely, that the time (or other inputs) spent on music appreciation is more likely to be addictive-that is, to rise with exposure to music-the more, not less, elastic is the demand curve for music appreciation.
The stock of music capital might fall and the price of music appreciation rise at older ages because the incentive to invest in future capital would decline as the number of remaining years declined, whereas the investment required simply to maintain the capital stock intact would increase as the stock increased. If the price rose, the time spent on music would fall if the demand curve for music were elastic. Consequently, our analysis indicates that the observed addiction to music may be stronger at younger than at older ages.
These results for music also apply to other commodities that are beneficially addictive. Their prices fall at younger ages and their consumption rises because consumption capital is accumulated with exposure and age. The time and goods used to produce an addictive commodity need not rise with exposure, even though consumption of the commodity does; they are more likely to rise with exposure, the more elastic is the demand curve for the commodity. Even if they rose at younger ages, they might decline eventually as the stock of consumption capital fell at older ages.
Using the same arguments developed for beneficial addiction, we can show that all the results are reversed for harmful addiction,7 which is defined by a negative sign of the derivatives in equation (6): (9) a3S' < 0, all v in (6) where H is a harmfully addictive commodity. An increase in consumption at any age reduces the stock of consumption capital available subsequently, and this raises the shadow price at all ages.8 The shadow price would rise with age and exposure, at least at younger ages, which would induce consumption to fall with age and exposure. The inputs of goods and time need not fall with exposure, however, because consumption capital falls with exposure; indeed, the inputs are likely to rise with exposure if the commodity's demand curve were inelastic. To illustrate these conclusions, consider the commodity "euphoria" produced with input of heroin (or alcohol or amphetamines.) An increase in the consumption of current euphoria raises the cost of producing euphoria in the future by reducing the future stock of "euphoric capital." The effect of exposure to euphoria on the cost of producing future euphoria reduces the consumption of euphoria as exposure continues. If the demand curve for euphoria were sufficiently inelastic, however, the use of heroin would grow with exposure at the same time that euphoria fell.
Note that the amount of heroin used at younger ages would be reduced because of the negative effect on later euphoric capital. Indeed, no heroin at all might be used only because the harmfully addictive effects are anticipated, and discourage any use. Note further that if heroin 'In some ways, our analysis of beneficial and harmful addiction is a special case of the analysis of beneficial and detrimiiental joint production in Michael Grossman.
8lnstead of equation (8) were used even though the subsequent adverse consequences were accurately anticipated, the utility of the user would be greater than it would be if he were prevented from using heroin. Of course, his utility would be still greater if technologies developed (methadone?) to reduce the harmfully addictive effects of euphoria.9 Most interestingly, note that the use of heroin would grow with exposure at the same time that the amount of euphoria fell, if the demand curve for euphoria and thus for heroin were sufficiently inelastic. That is, addiction to heroin-a growth in use with exposure-is the result of an inelastic demand for heroin, not, as commonly argued, the cause of an inelastic demand. In the same way, listening to music or playing tennis would be addictive if the demand curves for music or tennis appreciation were sufficiently elastic; the addiction again is the result, not the cause, of the particular elasticity. Put differently, if addiction were surmised (partly because the input of goods or time rose with age), but if it were not clear whether the addiction were harmful or beneficial, the elasticity of demand could be used to distinguish between thenm: a high elasticity suggests beneficial and a low elasticity suggests harmful addiction. 10 We do not have to assume that exposure to euphoria changes tastes in order to understand why the use of heroin grows with exposure, or why the amount used is insensitive to changes in its price. Even with constant tastes, the amount used would grow with exposure, and heroin is addictive precisely because of the insensitivity to price changes.
An exogenous rise in the price of addictive goods or time, perhaps due to an excise tax, such as the tax on cigarettes and alcohol, or to restrictions on their sale, such as the imprisonnment of dealers in heroin, would have a relatively small effect on their use by addicts if these are harmfully addictive goods, and a relatively large effect if they are beneficially addictive. That is, excise taxes and imprisonment mainly transfer resources away from addicts if the goods are harmfully addictive, and mainly reduce the consumption of addicts if the goods are beneficially addictive.
The extension of the capital concept to investment in the capacity to consume more efficiently has numerous other potential applications. For example, there is a fertile field in consumption capital for the application of the theory of division of labor among family members. insist only on what is true of all rulers, viz., that the character and course of their actions is largely influenced (independently of personal calculations) by the habitual sentiments and feelings, the general modes of thinking and acting, which prevail throughout the community of which they are members; as well as by the feelings, habits, and modes of thought which characterize the particular class in that community to which they themselves belong. . . . They are also much influenced by the maxims and traditions which have descended to them from other rulers, their predecessors; which maxims and traditions have been known to retain an ascendancy during long periods, even 9That is, if new technology reduced and perhaps even changed the sign of the derivatives in equation (9). We should state explicitly, to avoid any misunderstanding, that "harmful" means only that the derivatives in (9) are negative, and not that the addiction harms others, nor, as we have just indicated, that it is unwise for-addicts to consume such commodities.
III. Stability of Tastes and Custom and Tradition
"'The elasticity of demand can be estimated from the effects of changes in the prices of inputs. For example, if a commodity's production function were homogeneous of degree one, and if all its future as well as present input prices rose by the same known percentage, the elasticity of demand for the commodity could be estimated from the decline in the inputs. Therefore the distinction between beneficial and harmful addiction is operational: these independently estimated commodity elasticities could be used, as in the text, to determine whether an addiction was harmful or beneficial. Nevertheless, we believe that our approach better explains when behavior is stable than do approaches based on custom and tradition, and can at the same time explain how and when behavior does change. Mill's "habits and modes of thought," or his "maxims and traditions which have descended," in our analysis result from investment of time and other resources in the accumulation of knowledge about the environment, and of skills with which to cope with it.
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The making of decisions is costly, and not simply because it is an activity which some people find unpleasant. In order to make a decision one requires information, and the information must be analyzed. The costs of searching for information and of applying the information to a new situation are such that habit is often a more efficient way to deal with moderate or temporary changes in the environment than would be a full, apparently utility-maximizing decision. This is precisely Ignoring interest, the latter method of purchase will have a total cost over period T determined by 1) K searches (all of equal intensity) at cost K C(s).
2) Each search lasts for a period T/K, within which r= T/K purchases are made, at cost r p, where p is the average price. Assume that the results of search "depreciate" (prices appreciate) at rate 6. A consumer minimizes his combined cost of the commodity and search over the total time period; the minimizing condition 
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In this simple model with r purchases between successive searches, r is larger the larger the amount spent on search per dollar spent on the commodity (C/p), and the lower the rate of appreciation of prices (8). If there were full search on each individual act of purchase, the total cost could not be less than the cost when the optimal frequency of search was chosen, and might be much greater.
When a temporary change takes place in the environment, perhaps in prices or income, it generally would not pay to disinvest the capital embodied in knowledge or skills, or to accumulate different types of capital. As a result, behavior will be relatively stable in the face of temporary changes.
A related situation arises when an unexpected change in the environment does not induce a major response immediately because time is required to accumulate the appropriate knowledge and skills. Therefore, stable preferences combined with investment in "specific" knowledge and skills can explain the small or "inelastic" responses that figure so prominently in short-run demand and supply curves.
A permanent change in the environment, perhaps due to economic development, usually causes a greater change in the behavior of young than of old persons. The common interpretation is that young persons are more readily seduced away from their customs and traditions by the glitter of the new (Western?) environment. On our interpretation, young and old persons respond differently, even if they have the same preferences and motivation. To change their behavior drastically, older persons have to either disinvest their capital that was attuned to the old environment, or invest in capital attuned to the new environment. Their incentive to do so may be quite weak, however, because relatively few years remain for them to collect the returns on new investments, and much human capital can only be disinvested slowly.
Young persons, on the other hand, are not so encumbered by accumulations of capital attuned to the old environment. Consequently, they need not have different preferences or motivation or be intrinsically more flexible in order to be more affected by a change in the environment: they simply have greater incentive to invest in knowledge and skills attuned to the new environment.
Note that this analysis is similar to that used in the previous section to explain addictive behavior: utility maximization with stable preferences, conditioned by the accumulation of specific knowledge and skills. One does not need one kind of theory to explain addictive behavior and another kind to explain habitual or customary behavior. The same theory based on stable preferences can explain both types of behavior, and can accommodate both habitual behavior and the departures therefrom.
IV. Stability of Tastes and Advertising
Perhaps the most important class of cases in which "change of tastes" is invoked as an explanation for economic phenomena is that involving advertising. The advertiser "persuades" the consumer to prefer his product, and often a distinction is drawn between "persuasive" and "informative" advertising.12 John Kenneth Galbraith is the most famous of the economists who argue that advertising molds consumer tastes: These [institutions of modern advertising and salesmanship] cannot be reconciled with the notion of independently determined desires for their central function is to create desires-to bring into being wants that previously did not exist. This is accomplished by the producer of the goods or at his behest.-Outlays for the manufacturing of a product are not more important in the strategy of modern business enterprise than outlays for the manufacturing of demand for the product. We shall argue, in direct opposition to this view, that it is neither necessary nor useful to attribute to advertising the function of changing tastes.
A consumer may indirectly receive utility from a market good, yet the utility depends not only on the quantity of the good but also the consumerIs knowledge of its true or alleged properties. If he does not know whether the berries are poisonous, they are not food; if he does not know that they contain vitamin C, they are not consumed to prevent scurvy. The quantity of information is a complex notion: its degree of accuracy, its multidimensional properties, its variable obsolescence with time are all qualities that make direct measurement of information extremely difficult.
How can this elusive variable be incorporated into the theory of demand while preserving the stability of tastes? Our approach is to continue to assume, as in the previous sections, that the ultimate objects of choice are commodities produced by each household with market goods, own time, knowledge, and perhaps other inputs. We now assume, in addition, that the knowledge, whether real or fancied, is produced by the advertising of producers and perhaps also the own search of households.
Our approach can be presented through a detailed analysis of the simple case where the output x of a particular firm and its advertising A are the inputs into a commodity produced and consumed by households; for a given household: where agg/A = g' > 0 and a2g/aA2 <0. With A, E, and y held constant, the amount of the commodity produced and consumed by any household is assumed to be proportional to the amount of the firm's output used by that household. 13 If the advertising reaching any household were independent of its behavior, the shadow price of Z, the marginal cost of x, would simply be the expenditure on x required to change Z by one unit. From equation (13), that equals
where px is the price of x. An increase in advertising may lower the commodity price to the household (by raising g), and thereby increase its demand for the commodity and change its demand for the firm's output, because the household is made to believecorrectly or incorrectly-that it gets a greater output of the commodity from a given input of the advertised product. Consequently, advertising affects consumption in this formulation not by changing tastes, but by changing prices. That is, a movement along a stable demand curve for commodities is seen as generating the apparently unstable demand curves of market goods and other inputs.
More than a simple change in language is involved: our formulation has quite different implications from the conventional ones. To develop these implications, consider a firm that is determining its optimal advertising along with its optimal output. We assume initially that the commodity indirectly produced by this firm (equation (12)) is a perfect substitute to consumers for commodities indirectly produced by many other firms. Therefore, the firm is perfectly competitive in the commodity market, and could (indirectly) sell an unlimited amount of this commodity at a fixed commodity price. Observe that a firm can have many perfect substitutes in the commodity market even though few other firms produce the same physical product. For example, a firm may be the sole designer of jewelry that contributes to the social prestige of consumers, and yet compete fully with many other products that also contribute to prestige: large automobiles, expensive furs, fashionable clothing, elaborate parties, a respected occupation, etc.
If the level of advertising were fixed, there would be a one-to-one correspondence between the price of the commodity and the price of the firm's output (see equation (14)). If mz were given by the competitive market, Px would then also be given, and the firm would find its optimal output in the conventional way by equating marginal cost to the given product price. There is no longer such a one-to-one correspondence between rr, and Px, however, when the level of advertising is also a variable, and even a firm faced with a fixed commodity price in a perfectly competitive commodity market could sell its product at different prices by varying the level of advertising. Since an increase in advertising would increase the commodity output that consumers receive from a given amount of this firm's product, the price of its product would then be increased relative to the fixed commodity price.
The optimal advertising, product price, and output of the firm can be found by maximizing its income 
ap X=IzXg'=Pa Equation (16) is the usual equality between price and marginal cost for a competitive firm, which continues to hold when advertising exists and is a decision variable. Not surprisingly, equation (17) says that marginal revenue and marginal cost of advertising are equal, where marginal revenue is determined by the level of output and the increase in product price "induced" by an increase in advertising. Although the commodity price is fixed, an increase in advertising increases the firm's product price by an amount that is proportional to the increased capacity (measured by g') of its product to contribute (at least in the minds of consumers) to commodity output.
In the conventional analysis, firms in perfectly competitive markets gain nothing from advertising and thus have no incentive to advertise because they are assumed to be unable to differentiate their products to consumers who have perfect knowledge. In our analysis, on the other hand, consumers have imperfect information, including misinformation, and a skilled advertiser might well be able to differentiate his product from other apparently similar products. Put differently, advertisers could increase the value of their output to consumers without increasing to the same extent the value of the output even of perfect competitors in the commodity market. To simplify, we assume that the value of competitors' output is unaffected, in the sense that the commodity price (more generally, the commodity demand curve) to any firm is not affected by its advertising. Note that when firms in perfectly competitive commodity markets differentiate their products by advertising, they still preserve the perfect competition in these markets. Note moreover, that if different firms were producing the same physical product in the same competitive commodity market, and had the same marginal cost and advertisingeffectiveness functions, they would produce the same output, charge the same product price, and advertise at the same rate. If, however, either their marginal costs or advertisingeffectiveness differed, they would charge different product prices, advertise at different rates, and yet still be perfect competitors (although not of one another)! Not only can firms in perfectly competitive commodity markets-that is, firms faced with infinitely elastic commodity demand curveshave an incentive to advertise, but the incentive may actually be greater, the more competitive the commodity market is. Let us consider the Equation (1 8') is simply the usual maximizing condition for a monopolist that continues to hold when there is advertising.'5 Equation (19') clearly shows that, given 7-rzg'X, the marginal revenue from additional advertising is greater, the greater is the elasticity of the commodity demand curve; therefore, the optimal level of advertising would be positively related to the commodity elasticity.
This important The first term on the right is positive and the second term is negative. If g, g', and ii-are given, apxl/A is linearly and negatively related to a7T,/IA. 7Recall again our assumption, however, that even firms in perfectly competitive markets can fully differentiate their products. If the capacity of a firm to differentiate itself were inversely related to the elasticity of its commodity demand curve, that is, to the amount of competition in the commodity market, the increase in its product price generated by its advertising might not be directly related to the elasticity of its commodity demand curve. ventional diagram in Figure 2 : the firm's product output and price are shown along the horizontal and vertical axes. The demand curve for its product with a given level of advertising is given by dd. We proved earlier (fn. 15) that with advertising constant, the elasticity of the product demand curve is the same as the elasticity of its commodity demand curve. An increase in advertising "shifts" the product demand curve upward to d'd', and the marginal revenue from additional advertising is directly related to the size of the shift; that is, to the increase in product price for any given product output. Our basic result is that the shift is itself directly related to the elasticity of the demand curve. For example, with the same increase in advertising, the shift is larger from dd to d' d' than from ee to e'e' because dd is more elastic than ee. This role of information in consumer demand is capable of extension in various directions. For example, the demand for knowledge is affected by the formal education of a person, so systematic variations of demand for advertisements with formal education can be explored. The stock of information possessed by the individual is a function of his age, period of residence in a community, and other variables, so systematic patterns of purchase of heavily and lightly advertised goods are implied by the theory.
V. Fashions and Fads
The existence of fashions and fads (short episodes or cycles in the consumption habits of people) seems an especially striking contradiction of our thesis of the stability of tastes. We find fashions in dress, food, automobiles, furniture, books, and even scientific doctrines. 18 Some are modest in amplitude, or few in their followers, but others are of violent amplitude: who now buys an ouija board, or a bustle? The rise and fall of fashions is often attributed to the fickleness of people's tastes. Herbert Blumer, the distinguished sociologist, gave a characteristic expression of this view:
Tastes are themselves a product of experience, they usually develop from an initial state of vagueness to a state of refinement and stability, but once formed they may decay and disintegrate....
The fashion process involves both a formation and an expression of collective taste in the given area of fashion. The taste is intially a loose fusion of vague inclinations and dissatisfactions that are aroused by new experience in the field of fashion and in the larger surrounding world. In this initial state, collective taste is amorphous, inarticulate, and awaiting specific direction. Through models and proposals, fashion innovators sketch possible lines along which the incipient taste may gain objective expression and take definite form. [p. 344] The obvious method of reconciling fashion with our thesis is to resort again to the now familiar argument that people consume commodities, and only indirectly do they consume market goods, so fashions in market goods are compatible with stability in the utility function of commodities. The task here, as elsewhere, is to show that this formulation helps to illuminate our understanding of the phenomena under dis-" Fashion" indeed, does not necessarily refer only to the shorter term preterences. Adam Smith says that the influence of fashion over dress and fumiture is not more absolute than over architecture, poetry, and music' (p. 283). attention to (say) new fashions, they lower the social environment of others. The latter are induced to increase their own efforts to achieve distinction, including a demand for these new fashions, because an exogenous decline in their social environment induces them to increase their own contributions to their distinction.
Therefore, an increase in all incomes induces an even greater increase in i's contribution to his distinction than does an increase in his own income alone. For an increase in the income of others lowers i's social environment because they spend more on their own distinction; the reduction in his environment induces a further increase in i's contribution to his distinction. Consequently, we expect wealthy countries like the United States to pay more attention to fashion than poor countries like India, even if tastes were the same in wealthy and poor countries.
VI. Conclusion
We have surveyed four classes of phenomena widely believed to be inconsistent with the stability of tastes: addiction, habitual behavior, advertising, and fashions, and in each case offered an alternative explanation. That alternative explanation did not simply reconcile the phenomena in question with the stability of tastes, but also sought to show that the hypothesis of stable tastes yielded more useful predictions about observable behavior.
Of course, this short list of categories is far from comprehensive: for example, we have not entered into the literature of risk aversion and risk preference, one of the richest sources of ad hoc assumptions concerning tastes. Nor have we considered the extensive literature on time preference, which often alleges that people "systematically undervalue'. . . future wants" .
The taste for consumption in say 1984 is alleged to continue to shift upward as 1984 gets closer to the present. In spite of the importance frequently attached to time preference, we do not know of any significant behavior that has been illuminated by this assumption. Indeed, given additional space, we would argue that the assumption of time preference impedes the explanation of life cycle variations in the allocation of resources, the secular growth in real incomes, and other phenomena.
Moreover, we have not considered systematic differences in tastes by wealth or other classifications. We also claim, however, that no significant behavior has been illuminated by assumptions of differences in tastes. Instead, they, along with assumptions of unstable tastes, have been a convenient crutch to lean on when the analysis has bogged down. They give the appearance of considered judgement, yet really have only been ad hoc arguments that disguise analytical failures.
We have partly translated "'unstable tastes' into variables in the household production functions for commodities. The great advantage, however, of relying only oni changes in the arguments entering household production functions is that all changes in behavior are explained by changes in prices and incomes, precisely the variables that organize and give power to economic analysis. Addiction, advertising, etc. affect not tastes with the endless degrees of freedom they provide, but prices and incomes, and are subject therefore to the constraints imposed by the theorem on negatively inclined demand curves, and other results. Needless to say, we would welcome explanations of why some people become addicted to alcohol and others to Mozart, whether the explanation was a development of our approach or a contribution from some other behavioral discipline.
As we remarked at the outset, no conceivable expenditure of effort on our part could begin to exhaust the possible tests of the hypothesis of stable and uniform preferences. Our task has been oddly two-sided. Our hypothesis is trivial, for it merely asser-ts that we should apply standard economic looic as extensively as possible. But the self-same hypothesis is also a demanding challenge, for it urges us not to abandon opaque 2'This quote is taken from the following longer passage in B6hm-Bawerk:
We must now consider a second phenomenon of human experience-one that is heavilv fraught with consequence. That is the fact that we feel less concerned about future sensations of joy and sorrow simply because they do lie in the future, and the lessening of our concern is in proportion to the remoteness of that future. Consequently we accord to goods which are intended to serve future ends a value which falls short of the true intensity of their future marginal utility. We.systematiccallv unidervalue our future wants and also the means which serve to satisfy them. and complicated problems with the easy suggestion that the further explanation will perhaps someday be produced by one of our sister behavioral sciences.
